
1999 Lifestyle Data
Lifestyle Proflles with the Highest Market Index

Percent MicroVision

Rank./·LEISURE & RECREATION Penetration Index
1. Eat at Quick service coffee house res~urants 5.7 596 1,
2. eat at tamijy style coHee shCIps 19.6 579 1
3 Eat at fine dining restaur.lnls . 22.0 449 1

" :a! at Quid< service bakerylb3gel shops 18.2 389 . 1
5 Eat at miC3c:aJe Italian restaurants 9.5 36ll ,
6. Eat at quick serviCE deli resl:3ur2nts , 12.7 330 2
7. ShOOpe.c! at Lord & Tay10r in the pas! .:l. ~ks , 7.8 299 , 2
5. :=ai at Asian restaurants 11.8 259 2
9. Sat at Quick service specialty tJagel OIJlje~ 2.6 2ea 4

10 L2s~ comestic travel/trip was lor business ,
5.5 i 263 i 1

1'1. ~at at casual Asian resQurants I 12.0 I 279 , 3
j 12. Shcp~ at The Gap in the last J. ·~ks 17.3 I 272 3
1'3. Used a Laundromat in last 6 montr.s 242 i 256 i 1
;14 ii'avefed to forei91 country for 15 or mere nir;;hts in last 3 yea~ 12.7 i 259 , 3

15 ?:;:,d'1a.sed a men's business suit tt'lis ~t year , 17.9 i 259 3
16. Drank imPOrted wine in tl"le las: 6 months 18.1 ; 251 I 2
17. Shcpped at Maey's in the last'" weeks 20.2 I 247 •
18. Sl::er-:se 2. times per 'Heel<. at a fitness dub 20.7 , 247 ; 1
'9. Own a passPOrt 46.3 ; 24<3 3
20. 01'Olnk Heinekin beer in the last 5 monlt'..s , 11.2 I 232 I 2

Percent MicToYision

COMMUNICATIONS & TECHNOLOGY Penetration Index Rank

,. Halle voic:e m;il w;th wireless phOne I 9.6 I 221 ! 1
2. PC primarily used for business 'M)('X , 17.0 ; 215 i 5
3. Use intemeVonline services 1~5 ti~k ; 19.3 i 203 7
4. MetMod of c:::lHect calling is l:hrow~h operotor , 6.9 ! 195 ! 2
5. Spend less than 10 hoursJlNeek telecommuting , 9.0 ! 190 ,

6,
6. PC primarily used for bankingl'Oudgetingll:3XeS , 7.7 i 168 ; 7
7. Average monthly e::Qoen~e.s for online/internet is < $15 i 6.3 I 157 , 6
6. Reason for having primary win=less i=lhone is business 6.0 I 1n , 5
9. PC primarily used for surfing internet CJ( WOC1d wide web , 6.0 I 176 I •

10. Average monthly ex;>enses for cnlineflnlemet Is $22+ i 12.0 I 171 . i 3

Percent MieroVision

FINANCIAL SERVICES Penetration Index Rank
,. Hold an American Express G~n. Gold, or Platinum credit card I 36.1 I 340 ! 2
2. Made s.avi.nC$linve.stments totilling over S20,ooo last ye<ilr ! 19.2 : 307 I 4

3. Have a money mar1<et depOSit ac::ount I 22.0
,

276 I 2,
4. Have total investab~ assets >$2OOk I 19.2 1 276 I 5
5. U:le dis?,unt brokerage services 18.0 ; 239 1 7
6. Have renter insurance , 21.3 ! 222 5
7. Own stock funds 37.0 I 219 4
a. Have a money market deposit ac:;ount 32.3 212 41
9. Use Q'"edit cardlsj mOte t.han 10 limes p~r month 39.3 ! 209 6

10 3ank primarily Jy ATM 63.0 19a 2
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1999 Lifestyle Data

Percent MicroVision
MEDIA PREFERENCES Penetration Index Rank,. Read George Magazine ".0 900

,
1,

2. Usten to classical radio fannat 16.8 : 544 , 1
3. Re.ild Women's Fashion Magazines 20.0 I JJl 1
4. Read Vogue Magazine 13.7 I 320 1
5. Read Worth Magazine i 6.3 I 300 4
6. Usten to NPR (National Public Radio) , 11.5 I 300 : 3
7. Usten to all news radio format ,

21.5 , 296 2
8. R.ead Rolling Slone Magazine 11.2 276 2
9. Usten to jazz format , 15.1· 254 i 2

10. Read Smithsonian Magazine 10.2 .233 3
11. Read Travel Magazines , 16.6 Z2.7 , 3
12. Read This Old House Maga:;::ine 10 ? Z2.3 3
13. Read EpiQJrean Maaazines 1'.5 214 ; 4
14. Read GoIt'For Women Magazine , 11.1 ! 199

,
3

15. Read Airline Macazines i 8.5 I 197 ,
7

16. Rsad Entertainment We-ekt'y ! 6.1 : 195 I 6
17. ReadN~k Ma~n. , 20.5 j 192 ! 3
18. Read Cosmopolitm Ma~ne 14.4 I 169 I 4
19. Read Glamour Magazine ! 10.7 I 188 I 5
20. Usten to modem rock ! 8.8 I 188 I 4

Percent MicroVision

HOME FURNISHINGS & IMPROVEMENTS Penetration Index Rank

,. Home has a retr1oerator (not frost free) ! JJ.8 I 2B8 1
2. Home has a wat~r pUritiertnlter 21.3 I 134 i 9
3. Home has ;II 'Nater purffier attad'led to a faucet 10.2 i 132 : 6.. Own a numidifier I 15.4 i 120 i 11
5. Own iI built~in ;as O'Jen i 15.1 I 120 "6. Own iii espressoJc:appuc::ino mak.er i 6.6 ! 113 I 19

7. 0Hn a electric: toaster oven i 27.8 I 111 I 16

8. P1Jrd'l~ a coffee maker-automatic drip OA" eledlic: last year , 5.' I '05 i 15

9. Home has a air deaner i 122 i 99 I 19

10. Home has a humidifier i 22.1 I 95 I 30

Percent MicroVision

POWER UTILITIES Penetration Index Rank

1. Don't knCl'N type of water hAter I 85.3 I 623 I 1

2. 00 not use electric sei'iic::e.s i 12.3 ! 394 , 5

3. Heater type is steam or hot water system I 32.8 I 376 I 3•. Don't know neater type , 21.6 I 306 ! 2

~_Water heater is part of a fumace or :oiler 15.7 ! ZS4 ;)

6. Pnme heating system is oil 25.1 , 285 2
7. 00 nOI have a cooling system tt1ermOSlat 39.2 i 278 2
8. Gas bill averages 525 or less

".~ 274 ,
9. Elec!ric bill averages less tl'lan $.J.O 51.7 2~B 1

10. 00 "'01 leave tightS pn to discourage ltleft: 74." Z2.5 1

13. Successful Singles Segment

Sustaining Singles Group
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14 Middle Years

Segment Concentration by Designated Market Area (DMA)

Pe~":1

~ °lll"'l
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Tnis segment has a high inceme level, a high concentration of adults, and typically work in white-collar
occupations. They are sligh!!y above the national average in ovmer-cccupied units, having tv/a persons in
the household and living in suburban areas.

These adults are over 25% more likely than average to be between 50 and 64 years of age, and score above
average for all age groups over 40. Toese households are less likely than average to have children, slightly
more likely to be married and to contain two people. Their median household income is i3% above average,
while their per capita income is more than twice the national average (ranking them third). Although·
predominantly white, this segment has almost 2.5 times the national concentration of Asian households..
Over 56% of these households are in the suburbs and 27% live in urban areas. They are found in the highest
concentration along the California Coast. They are mOre likely than average to have attended some college,
rank ninth and seventh in having a bachelor's degree and a graduate degree respectively. They are 29% more
likely than average to work in white-collar occupations, scoring above average in sales, professional
specialty, and executive and managerial positions. They also score just above the national average in living
in owner-ocoupied units, but their property value is almost four times the national average. While most live
in single unit, deraohed homes, they are also over 20% more likely than average to live in structures with 10
or mOre units.

Middle Years are ranks fim for travel to a foreign oounrry, oWning a passport, snow skiing last year and
o\.Vntng downhill skislboots. They also like to read travel magazines and listen to all news radio.
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AGE (1999)

INCOME (1999)

14· Middle Years Segment
Accumulated Wealth Group

FOR PUBLIC INSPECTION

Demographic Data

MEAN INDEX RANK

0 10 4 Years 5.50 78 38
5 10 9 Years 5.85 81 38

10 10 14 Years 5.92 84 37
15 10 17 Years 3.53 87 33
18 to 20 Years '. 3.54 85 39
21 Years 1.11 86 33
22 10 24 Years 3.43 90 41
25 to 29 Yeers 6.65 95 31
30 to 34 Years 6.43 90 38
35 to 39 Years 6.86 87 45
40 to 44 Years 7.92 99 21
45 to 49 Years 8.33 117 8
50 10 54 Years 7.74 128 3
55 to 59 Years 6.18 130 2
60 to 64 Years 5.03 126 4
65 to 69 Years 4.52 124 6
70 10 74 Years 4.05 120 10
75 to 84 Years 5.40 117 14
85 or More Years 2.00 117 19
Average Age 40.19 110 9
Median Age 41.21 114 7

MEAN INDEX RANK

S a to 15,000 9.18 53 39

S , 5,000 to 25,000 7.64 57 40

S 25,000 to 35,000 7.86 63 43

S 35,000 to 50,000 11.43 70 43

$ 50,000 to 75,000 16.37 64 28

S 75,000 to 100,000 11.55 120 13

$100,000 to 150,000 12.46 190 9

5150,000 or More 23.31 510 2

Average Income $ 123,141 219 2

Median Income 5 70.908 173 6
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Demographic Data

URBANIZATION (1999)

Urban
Suburban
Rural

MEAN INDEX RANK
2/.13 82 27
58.18 133 20
18.69 67 17

RACE I ETHNICITY MEAN INDEX RANK

White 86.30 107 27
Slack 3.60 30 38
Native American 0.01 52 37
Asian 6.51 234 6
Pacific Islander 0.30 204 4
Other 2.88 73 20
Hispanic 7.58 84 20

EDUCATION MEAN INDEX RANK

Some High School 12.20 49 38
High School Graduate 18.39 61 44
Some College Attendance 20.18 108 20
Associate Degree 6.60 107 16
3achelors Degree 24.65 188 9
Post Graduate Degree 1798 249 7

OCCUPATIONS

Total While Collar
Total Blue Collar

MEAN

75.05
24.95

INDEX

129
60

RANK

9
42

WORKERS MEAN INDEX RANK

No Workers 11.04 85 33

1 Worker 29.08 104 20

2 Workers 46.60 102 21

3 or More Workers 13.29 99 17
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Demographic Data

OWNER I RENTER

PROPERTY VALUE
(1999)

MEAN INDEX RANK
Owner Occupied 70.18 109 22
Renter Occupied 29.82 83 29
Median Rent Paid 5 580 155 6

MEAN INDEX RANK

5 o to 50.000 2.11 14 39
5 50,000 to 100,000 6.41 20 46
5100,000 to 150,000 7.71 36 46
5150,000 to 200,000 7.42 63 31
5200,000 to 300,000 13.72 129 17
5300,000 to 400,000 12.00 295 7
5400,000 to 500,000 10.10 528 3
5500,000 or More 40.52 1508 2
Median Property Value 5 406,168 383 2

PERSONS IN UNIT MEAN . INDEX RANK

1 Person 24.01 98 26
2 Persons 35.9.1 112 7
3 to 4 Persons 30.71 95 31
5 to 6 Persons 8.08 88 34
7 or More Persons 1.26 73 27
Average Household Size 2.55 97 31

UNITS IN STRUCTURE

1 Unit (Attached)
1 Unit (Detached)
2 Unrts

3 to 9 Unrts
1"0 to 49 Units
50 or More Units
Mebile Home
Otl~er Type of Unit

14 - Middle Years Segment
Accumulated Wealth Group
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MEAN INDEX RANK

6.00 114 20

64.00 108 25

2.74 57 36

8.34 86 27

9.45 110 18
5.00 116 14

3.32 46 31
1.16 105 28
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1999 Lifestyle Data
Lifestyle Profiles with the Highest Market Index

Percent MicroVisionI
LEISURE & RECREATION Penetration Index Rank

1. Snopped at Nordstrom in the past 4 \Welts 17.4 i 465
,

2
2. Sho"ped at Macy's in ttle last 4 weeks , 37.1 453 1
3 Have a Che:\lton credit card . 15.6 436 1
4. ConO'ibuled SSO or more to PSS last year 13.8 , 433 1
5 ,==".,;rcMsed a men's business suit tnis past year

• 26.3 3a2 1
6. Snapped at Neiman Marc:JslSaks Fif.:1 Ave. in the past 4 weeks SA i 371 2
7. Used a maic1lhousekeeper in ttte last 12 months 34.1 363 , 1
a Went snow skiing in the last year 15.6 , 350

,
1

9. Eat at c::a.sual Asian restau,.,nts 14.5 336 i 1
10. Shoa al Price Cluos 2.0 324 I 1
11. Tr.aveled 10 foreign c:::ountry for 15 or more nights in last 3 yea~ 15.6 318 i 1
12. E;;it at fine dining restaur.mts 15.6 : 318 ,

2,
13. Dror.k domestic red ~ne in Itle last 6 mont"ls 21.6 i 303 2
14. Spent $100 0( more on dry deaning in last 6 montr\s 19.2 , 303 I 2
15. Used iii protessional deaning service in !as: 12 months 10.2 I 288 1
16. Own a passyart 66.1 I 286 I 1
H. Eat a midsCile se.afCQj ~taurants , 5.4 I 2n , 1
18. Own downhill skislboct,s 13.2 i 275 i 1
19. Wrote to a magaz;neln~paper editor j" pasl year 12.0 I 275 I 1
20. Wrote to an elected offldal in :l"Ie 025. year I 15.6 I 271 I 2

Percent MicroVision

COMMUNICATIONS & TECHNOLOGY Penetration Index Rank

,. Reason for having 2 or more lines is to use \lril:1 fax mad"line I ,6,8 i 420 I 1
2. Reason for havin; 2 or more lines is tc. u~ \Iri~ PC mo::lem 25.1 i 284 ,

1

3 PC primarily used for banlc.inglbudgeting't2.xes 11.2 I 274 I 4

4. Seeond >Mreles:s phone is cellular , 15.2 I 261 I 1
5. PC primarily us.eQ for business 1IlOO: 20.1 I 254 I 1
6. Use intemellonllne services 1·5 ljme.s.~K 22.9 I 240 I •
7. R~SQ(1 for having 2 or more lines is due to f4mily sizeJteemigers

, 11.1 i 236 I 2
8. Have more than one phone line I 39.2 I 234 i 1
g. Have more tMan one ~onalPC in household I 24.7 ! 232 i •

10. PC ;:Jrimarily used lor other purposes 7.5 I 208 I 2

Percent MicroYision

FINANCIAL SERVICES Penetration Index Rank

,. Made savingsJin\le5tments totaling over $20.000 last year 25.9 1 415 I 1i
2. Have total investable assets "S200\l:: 26.0

, 374 2

3. Use discount brokerage services I 24.8 ! 329 2

4. Have invested in three or more mU::Ual fund ~mil;es 25.4 I 320 1

5. Purd'lased a home last y~r 17,4 283 2

5.- CN.T1 money marltet mUt'<.Jal funds 45,5 ZrJ I
7. Ir'l\le~i! in a fixed payment annuity , 15.0 , 273 1
a. Have a money mar1<et depOsit accour.: 40.0 262 1
S. WOl1<ed w/financial planner :0 set up l'ina:-:c:al pl:an 18.3 259 1

HL Invest in an annuity 31.8 2<7 1
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1999 Lifestyle Data

Percent MicroVision
MEDIA PREFERENCES Penetration Index Rank

" Read Worth Magazine 12.6 ! 450 ; 2
2. Usten to dassical radio fo~t , 13.6 . "'5 , 2
3. Ust!!!n to NPR (National Public Radio) 13.8 360 1

.-. Read George Magazine i 14.4 316 5
5. Read Tra....el Magazines 19.2 263 2
6. Read Ainine Magazines I 11.4 262 , 4
7. Re.;;;d EpiOJrean Magazines 13.8 ! 257 , 2
8. Watch Great Performances 9.6 ! 245 2
9. Watc."'l Ally McSeal 10.2. I 240 i 1

10. Read Money Magazine , 11.4 237 I 2
11. Read This Old House Magazine 10.8 i 235 : 2
12. Us:en to all news ~dio format 16.8 , 233 , 5
13. Lis:en to n8\lllS/t3lk radio format ! 43.1 i 230 I 1
14. Read Business/Finance Magazines , 47.3 ! 229 ! 1
15. Watch Kennedy Center Honors i 10.8 I 226 : 1
16. Watc."led the US Open Gott Chamoj~ships , 19.8 , 210 i 1
17. Read US News & World Report I 12.0 i 209 2
18. Read House Bnuttful Magazine i 7.2 i 203 i 3
19. Listen to all sports r.adio format I 18.5 : 193 i 4
20. Read PC Wend I 5.4 I 185 i 4

Percent MicroVision

HOME FURNISHINGS & IMPROVEMENTS Penetration Index Rank

,. Home has a oven (nOl"l-eonvedon) se;:larclte from stove (l'2nge top) i 54.0 , 375 - i 1

2. 0Nn a !Tasl'l c;ompac:tor ! 15.0 360 I 2

3. 0Ytn a espressolcappuc::::::no maker i 19.8 338
,

1

4. Home has Oil Stolole (range top) sel)3rate t:"Orn oven (nClrl-COtlvedion) ; 54.7 301 i 1

5. Own a pasta mad'llne i 10.2 301 f 2

G. Own acook t«> , 29.9 297 , 1,
7. Own a e1edJic coffee grinders i 42.5 292 i 1

8. 0Nn a rangelmict"N3ve oven combo
.• ! 20.4 290 1

9. 0Nn a hot t1Jblwhir1poot spa I 14.4 273 , 3
10. Heme has .a pool or hot tub I 23.9 270 I 2

Percent MicroVision

POWER UTILITIES . Penetration Index Rank

i i 501
,

21. Have 3 nal1Jl"31 gas fireplace -Mttl gLass doO"S 22.9 ,
2. Have 2 or more central air CXlf"Iditioners r 13.7 I 420 I 1

3. Have a gas. non-eonvedlon oven se",..alate from stoYe , 14.9 I 40G I 1.. Have 3 gas range lop separate trom non<:Oo\l!don oven -; 25.0 I 393 i 1

5 Have an ,.!ectric, non..convec:tion oven separate fiom stove , 4C.3 368 ! 1

5. Have a horne seOJrity System 42.4 269 1
7. Have a natural gas fireplace"";lh no g!4.SS coors 8.4 I 238 6
S. Have an electric range lop separate f:"'om oven {non<cr.v.} 26.5 233 3
9. Have 3 natural g35 grill 16.2 229 2

10. Have pareeip:Ued" in·home energy "!.lei:s in cur:'en: home 25.9. 226 1

14· Middle Years Segment
Accumulated Wealth Group
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15 Great Beginnings

Segment Concentration by Designated Market Area (DMA)

Ptaetntion Wex

c:=J Ir-l
c:::J 11,!!I
~ l00lt 1!19
~ 2001.3tS- "',,-.

Tnese are typically households with one or two young adults, living in renter-occupied housing and located
in urban and suburban ar~as. Their median household income is sli~},tJy higher than average, as lS t.1.e
percent that have college degrees and work in white-collar occupations.

This segment contain~ younger adults, typically between 25 and 44 years old. Only 30% of these households
have children (19% below average) and the children in this segment tend to be under nine years old. 'W'hile
these households are more likely than average to contain one or two persons and have a smaller than average
household size, almost 30% contain three to four people. Over 20% of Great Beginnings are non-family
households, which is 63% abo;'e average. The median household income of this segment is 4% above the
national average. They are more likely than average to live in urban and suburban areas and are concentrated
along the two coasts, especially in Boston, Miami, California, and Seattle. This segment scores above
average in all white-collar occupations. particularly technical and administrative support. They are 63%
more likely to live in renter-occupied housing, and over three times as likely to live in structures with ten to
49 units. From the 1990 Census, they score above average in having one and two vehicles in the household.
living in housing built after 1960, and driving alone to work.

Tnis segment is among the top five to primarily use their PC for email, change residence or relocate last year
and use their ATMlDebit card to purchase goods or services. They also tend to listen to album oriented rock

. radio stations aJ'ld read compur~r maga.zin~s.
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Demographic Data

AGE (1999)

INCOME (1999)

MEAN INDEX RANK-
0 to 4 Years 6.77 96 29
5 to 9 Years 6.99 96 31

10 to 14 Years 6.40 90 36
15 to 17 Years 3.17 78 39
18 to 20 Years 3.07 73 46
21 Years 1.15 89 28
22 to 24 Years 3.84 101 18
25 to 29 Years 8.09 . ·115 7
30 to 34 Years 9.84 138 5
35 to 39 Years 10.53 133 4
40 to 44 Years 8.87 111 , 1

45 10 49 Years 6.96 98 19
50 to 54 Years 5.59 93 32
56 to 69 Years 4.19 88 36
60 to 64 Years 3.34 84 40
65 to 69 Years 2.98 82 37
70 to 74 Years 2.76 82 37
75 10 84 Years 3.90 85 35
85 or More Years 1.58 92 31
Average Age 35.98 98 30
Median Age 35.62 98 28

MEAN INDEX RANK

S o to 15,000 12.27 71 34

S 16,000 to 25,000 13.33 97 35
$ 25,000 to 35,000 14.58 116 17
5 35,000 to 50,000 19.82 122 3

5 50,000 to 75,000 22.00 113 12

5 75,000 to 100,000 9.88 102 16

StOO,OOO to 150,000 5.58 85 18

5150,000 or More 2.52 55 24
-

93 18Average Income S 52,074
Median Income 5 42,425 104 16

15· Great Beginnings Segment
Mainstream Singles Group
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Demographic Data

URBANIZATION (1999) MEAN INDEX RANK

Urban 51.23 ';55 15
Suburban 47.16 112 25
Rural 1.61 6 42

RACE I ETHNICITY MEAN INDEX RANK

White 83.33 104 30
Black 7.58 63 22
Native American 0,55 70 31
Asian 4.74 171 1;
Pacific [slander 0.19 128 1'<
Other 3.62 92 15
Hispanic 9.38 104 11

EDUCATION MEAN INDEX RANK

Some High School 16.28 66 33
High School Graduate 27.59 92 30
Some College Attendance 23.04 123 6
Associate Degree 7.74 126 7
Bachelors Degree 17.37 132 18
Post Giaduate Degree 7.88 109 18

OCCUPATIONS

Total White Collar
Total Blue Collar

MEAN

65.68
34.32

INDEX

113
82

RANK

17
34

WORKERS MEAN INDEX RANK

No Workers 9.29 71 39

1 Worker 27.12 97 33

2 Workers 51.43 113 14

3 or More Workers 12.16 91 21

1999
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OWNER I RENTER

Demographic Data

MEAN INDEX RANK

.:-.' .'.

\.

Owner Occupied
Renter Occupied
Median Rent Paid

41.57
58.43

5 464

65
163
124

38
13
13

PROPERTY VALUE MEAN INDEX RANK
(1999)

S 0 to 50,000 2.40 16 38
5 50,000 to 100,000 27.15 83 35
5100,000 to 150,000 30.61 142 -4
5150,000 to 200,000 17.50 150 9
5200,000 to 300,000 14.89 140 14
$300,000 to 400,000 4.53 111 17
SLOO,OOO to 500,000 1.69 88 18
5500,000 or More 1.23 46 23
Median Property Value $ 133,397 126 16

PERsONS IN UNIT MEAN INDEX RANK

1 Person 31.03 126 14
2 Persons 34.22 107 15
3 to 4 Persons 27.92 86 37
5 to 6 Persons - 0' s-< 410._"",

7 or More Persons 0.90 52 39
Average Household Size 2.33 88 38

UNITS IN STRUCTURE

1 Unit (Attached)
1 Unit (Detached)
2 Units
3 to 9 Units
10 to 49 Units
50 or Mora Units
Mobile Home
Other Type of Unit

15 • Great Begirinings Segment
Mainstream Singles Group
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MEAN INDEX RANK

6.92 132 14

32.18 55 40

5.32 110 16

19.01 197 8

25.82 301 B
7.42 173 10

2.30 32 32
1.02 93 35
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1999 Lifestyle Data
Lifestyle Profiles with the Highest Market Index

Percent MicroVision
LEISURE & RECREATION Penetration .Index Rank..,. Ate at Carl's Jr. in the last 4 weeks 3.2 , 247 •2. Ate at Baskin RObbins in tI1e I.st 4. weeks 1.8 212 3

3. Ate at Jac.l< In The Box in the last 4 weeks 2.7 , 199 6
4. ShOpped at the White Hen in the Iast6 months 4.7 , 196 6,
5. S:--.cp at Price Clubs , 1.2 196 6
6. Ate at Chili's in the t;ast 4. 'Ngeks 1.5 '15 8
7. Ate at Outback Steakhouse in ltle last 4 weeks 1.3 ; '13 10
8. Cat a: casual Asian restaurants 7.3 '10 9
9. Ate al lt1e Ofive Garden in the last J. ~ks , 2.9 , 157 , 5

10. Ate at Boston Mar1c.et in ttle Idsl 4 weeiu 3.1 I 167 , 11
11. ShOpPE"d at ARCO in the last 6 montt'os 5.9 151 10
'2. Eat at Quick service donut restaurants 4.6

,
160 5

'3. Eat at Asian res::aurants 6,4 157 9
14. Went roller bladinglin..line Skating last year 5.9

,
157 11

15. Eat ai casual Italian restaurants ; 7.3 , 1;0 :

"16. Sought gas with a debi!1;a1'\1 last mooth , 7.5
, 1;0 ,

'0
17. Eat at Quick service bakerylbagel sl'!oPS 7.3 155 i ,.
18. Eat at f3mily style c::lffee shops , 5.2 153 ; 11
19, Ate Oil i.G.J. Fridays in the last 4 \oY!'e'ks : 0.9 149

,
13,

20. Eat at casual Mexican restaurants 8.4 i 148 , 9

Percent MicroVision ,

COMMUNICATIONS & TECHNOLOGY Penetration Index Rank

,. PC primarily used :or email : B.5 ; 173 " 5
2. Have voice mail 'Nith "";reJe.s.s phone 7.0 ! 152 10
3. Primary reason fOf' pager company services is genel'41 c;:.n ....enience 10.0 ; 155 i 9

4. Switc'1ed onJine/intemet service proYider at least once las~ year 5.4 i 153 i 11
5 PC primarily used for sl.,lmng intemet or 'M:llid wide ~b I 5.2 i 153 , 9

6. ?Omary wireless phOl"le is analog , 12.9 145 '0
7. A....erage monthly exPenses for onlineJinlemet is <; $15 , 6.4 " 144 ! 17

8. Ha....e busy I'1!!tum fOf'" regu13r \IlIire phone , 1...4- i 142 9

9. Ha....e call waiting with W'ireless phone
, 11.3 I 141 I 9

10. Intend 10 purc."laselupgrade modem in ner: S mOl"llhs : 11.1 139 I 9

Percent MicroVision

FINANCIAL SERVICES Penetration Index Rank

'. Ha....e renter insu1'3nce
,

17.1 ~ 178 I 11

2- Changed residence or relocated last year 21.1 169 : 5,
3. Obtain account balance by phone 38.9 I 146 I 4

" Ha....'! an auto loan from a Crec!it Union i 12.7 i 145 ! 7

5. i ransfer funds o....er the telephOne 14.1 ; 140 '5

6, Belong to individual health f'laintenance OfI;.aniZ3uon 14.2 : 134 9
7. Use ATMlDebit card used to purcha.u- gcces or se"";ees 55.6 129 5
5, Use on-li~e service for rese.;rc."l and to obtain I1nancial into 28.9 129 14
9 B.lnk primarily ~y ATM 40.4 127 13

10. C:-;,angec residence or r~l.ocaled last year 9.6 127 12
.
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1999 Lifestyle Data

Percent· MicroVision
MEDIA PREFERENCES Penetr:ation Index Rank

1. R.ead,PC Wand 4.5 156 8
2. usten 10 mOdem rod< 7.1 ,53 9
3. Usten to ccntemporary hits radio fOl'l7lat , 17.9 151 , 10.. Listen to album oriented/progressive ft'IC.k format '3.5 143 "5. R.ead Fib"less Magazines 5.9 "2 10
6. Usten to iazz: fennat 8.2 : 138 16
7. Watd1 Severty Hills 90210 - , 8.4 i 138 12
e. Watd'1 Party Of Five 6.0 : 134 9
9. Watc:hed MTV last week 13.7 i 134 I 12

10. Read Computer Magazines : 11.4 ! 131 , 17

". Adult Contemporary i=ermat : 21.6 j 129 i 5
12. Read car &. Driver Ma;azine 4.5 I 128 ; 10
13. Read Cc:smopolit3n Magazine 9.8 I 128 I 13
1•. Reac PC Maga-=ine 4.1 I 128 ! ,.
15. Read ScieneeITed"lnology Magaz:ne:s • 8.2 I 127 I 14
10. Read Glamour Magazine , 7.2 I 127 12
17. Read Women's Fashion Magaz::nes j 7.6 i 127 I 16
18. Usten to golden oldies radio fOf'Tr.at I 1e.1 I 126 ! 12
19. Read v~ue Magazine : 5.4 I 126 : 16
20. Read Consumer Digest '.5 I 125 I 14

Percent MicroVision

HOME FURNISHINGS & IMPROVEMENTS Penetration Index Rank

,. Own a espre.s.solcappuccino maker ! 7.1 ! 122 : 16

2. Heme has a dishY4sher , 67.2 I 120 I 15

3. 0Hn .. MCIJ'1c CDRee ~rinders i 17.3 I 119 I 15

-. Own a built-in gas oven I 14.9 118 i 12

5. Purc."lased ldte:henlcining n:lOl"T'l fumi:U~ las: rur , 5.2 118 I 12

6. Home has a ;'\replace wittl no glass doors i 15.0 114 I 15

7. Own 3 dothes dryer (gao) I 18.' I 113 ; 13

8. Purt:1ased a automath:: ~hing mad"line last year I 5.0 111 I 15

9. Home has a pro;l'3mmable thermostat i 24.2 I 111 I 15

10. Purd'lased a dotl'les cryer :ast year ! 4.1 I 109 I 13

Percent MicroVision'

POWER UTILITIES Penetration Index Rank

1. Don·t knO'l't' type of water heater : 17.4 I 166 I 14

2. [)oPft knew heater typ-e ! 11.4 j 162 ; 12

3. Eled:ric bill aveldgeS IU$ d'\an S40 28.6 I 148 I 12,
•• Have i natuJiilf gas fireplace 'Nitti no QlaSS Cc:crs ; 4.8 ! 136 13

5. Last contar;te-j electric c::mpany ~D c,al'lge Of add a .seMee
. 8.4 I 130 : 7

5. Have one central air c:::;nditioner ; 34.0 : 12~ 12
7. Prime heating system fuel is eleC:;c:ity ; 29.0 ; 12' 11
8. Last contacted electric c::lmpany to c"lec:k en acoount 6.8 : 123 15
9, Wculd like to read own meter online o...er PC 15.7 ; 121 16

'0. OCl.ain~ energy c:Jnserv. info from utility while in O.ment home 21,1 "5 15

c

15· Great Beginnings Segment
Mainstream Singles Group
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32 Metro Singles

Segment Concentration by Designated Market Area (DMA)
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This segment consists of households containing relatively young singles. some couples and few children.
They are typjcally renters, locared in urban areas, with medium· low income and education levels a..'1d work in
administrative support and blue-collar occupations.

Metro Singles are more likely than average to be between the ages of 25 and 39, and any children are most
likely to be under age nine. These bouseholds are 30% more ILlcely than average to contain one person and
they are 26% less likely than average to contain a married couple. They contain slightly less than an ayerage
share of white households and 20% of these households are Hispanic (ranking them fourth). The median
household and per capita incomes are 23% and 22% below the national nann, respectively. This segment
ranks fourth in the share of housebolds located in urban areas. particularly around New York, Bo,ton, and
Reno. Educational attainment beyond high school is below average and slightly less than half work in blue
collar positions (14% aboye average). This segment is more than three times as likely to talce public
transportation to work and has a relatively long average time to commute to work. For example, the segment
ranks fifth for the percentage commuting 60 to 89 minutes to work. Most live in rental housing and they
rank first for the percentage living two and three to nine unit structures. About 45% live in housing built in- .
1939 or earlier. ranking them third in this category.

These househ61ds rank very high in purchasing video games in the past year, eating at quick service
restaurants, having a prepaid calling card, and listening to contemporary hits

1999 211 32 - Metro Singles Segment
Mainstream Singles Group

FOR PUBLIC INSPECTION

~_. ----------------------
FCC4A000000190



Demographic Data

AGE (1999)

INCOME (1999)

MEAN INDEX RANK

0 to 4 Years 7.40 105 16
5 to 9 Years 7.38 102 22

10 to 14 Years 6.73 95 30
15 to 17 Years 3,39 84 35
18 to 20 Years 3.36 80 42
21 Years 1.20 92 24
22 to 24 Years 3.68 97 27
25 to 29 Years 7.72 . 110 12
30 to 34 Years 8.97 126 7
35 to 39 Years 9.48 120 5
40 to 44 Years 8.20 103 17
45 to 49 Years 6.48 91 34
50 to 54 Years 5.12 85 37
55 to 59 Years 3.99 84 39
60 to 64 Years 3,51 8S 36
65 to 69 Years 3.32 91 35
70 to 74 Years 3.28 97 26
75 to 84 Years 4.83 105 21
85 or More Years 1.95 114 21
Average Age 36.30 99 25
Media~ Age 35.41 98 32

MEAN !NDEX RANK
..

S o to 15.000 22.79 132 20

S 15,000 to 25,000 17.44 127 19

$ 25,000 to 35,000 14.93 119 11

$ 35,000 to 50.000 16.87 104 20

$ 50,000 to 75.000 16.27 84 29

S 75.000 \9 100,000 - ..
6.53 68 30

$100,000 to 150,000 3.65 56 31

$150.000 or More 1.52 33 34

Average I~come S 41,556 74 36

Media~ I~come $ 31,541 77 33

32 - Metro Singles Segment
Mainstream Singles Group
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URBANIZATION (1999)

Demographic Data

MEAN INDEX RANK
Urban
Suburban
Rural

85.03
14.65

0.32

257
35

1

4
43
46

RACE I ETHNICITY MEAN INDEX RANK

White 78.92 98 32
Black 7.89 65 20
Native American 0.67 85 21
A.sian 4.32 155 14
Pacific Islander 0.10 70 22
Other 8.iO 205 6
Hispanic 20.00 223 4

EDUCATION MEAN INDEX RANK

SOii'! e High School 34.76 140 9
J-li!;h School Graduate 30.84 103 19
Some College Attendance 15.62 83 42
Associate Degree 5.13 83 36
Bachelors Degree 9.08 69 31
Post Graduate Degree 4.58 63 32

OCCUPATIONS

Total White Collar
Total 81ue Collar

MEAN

52.12
47.88

INDEX

90
114

RANK

32
19

WORKERS MEAN INDEX RANK

No 'Norkers 14.53 112 25

1 Worker 31.38 112 10

2 Workers 40.42 89 40

3 ''r More Workers 13.66 102 16

1999
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OWNER/RENTER

Demographic Data

MEAN INDEX RANK

Owner Occupied
Renter Occupied
Median Rent Paid

35.23
64.77

5 390

55
181
104

, 41

10
22

PROPERTY VALUE
(1999)

MEAN INDEX RANK

-
5 a to 50,000 12.53 85 26
5 50,000 to 100,000 33.46 103 31
5100.000 to 150,000 20.39 95 22
5150,000 to 200,000 f4.57 124 15
5200,000 to 300.000 14.23 134 16
5300.000 to 400,000 3.23 79 22
5400.000 to 500.000 0.98 51 24
5500,000 or More 0.60 22 29 ;

Median Property Value S 109,834 104 22

c
PERSONS IN UNIT

1 Person
2 Persons
3 to 4 Persons
5 to 6 Pe'sons
7 or More Persons
Average Household Size

MEAN

32.01
29.19
28.59

8.32
1.89
2.47

. INDEX

130
91
88
90

109
94

RANK

13
35
35
33
14
35

UNITS IN STRUCTURE MEAN INDEX RANK

i Unit (Attached) 7.26 138 11

1 Unit (Detached) 18.51 31 43

2 Units 21.27 440 1

3 to 9 Units 29.07 301 1.
1210 1049 Units 15.33 179

50 or More Units 5.06 118 13
Mobile Home 2.01 28 34
Ot,'1.r Type of Unit

.
71.50 136

32 - Metro Singles Segment
Mainstream Singles Group
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1999 Lifestyle Data
Lifestyle Promes with the Highest MarketIndex

Percent MicroVision
LEISURE & RECREATION Penetration Ind~" Rank

1. Snooped at the White Hen in the last 6 mon:t1s 7.4 313 2
2. Ale at Dunkin' donuts in the last 4 weeKS 3.1 206 3
3. Eat at Quick. service coffee house restaurants 2.2 190 10, Purc.'ased video games in the past year , 24.5 189 3
. Shopped at Macy's in ttle last 4 weeks 15.5 ,sa 7
6. Shopped at Ames in the last 4 weeks 8.9 '79 7
7. Purc.-.,ase full service Gasoline 16.3 liS 5
8. Shopped at The Gap in the last.4 weelc.s , 10.6 166 11
9. Ate at IHOP in the last 4 weeks 1.7 lSO 8

10. eat at Asian restaurants , 6.5 '58 8

". Drank Coors beer in ttle last 6 mc;n;;,s 5.7 158 9
12. Used a Laundromat in last 6 mOn1t\s 14.0 , 154 '0
13. Sho~ped at Lord & Taylor in the past.4 week.s 4.0 153 12
14. Ate at Friendly's in the last 4. weeks 1.5

,
152 10

15. Eat at fclmily style coffee shops 4.8 : 141 13
16. Drank Vodka in the last 6 months 16.7 '40 , 9
17. Eat a~ quid!: se"";c:e donut restilUr.l,'ts 4.0 139 : 10
lB. PUfC!"l3Sed boyS' S'Himwear and SW!!.:-suits last year 15.3 138 6
19. Drank Budweiser beer in the last amonths

,
15.2

, 138 ; 4, ,
20. cat at mid$csle retail store rest.tura"ts 4.5 : 136 12

,.,-
Percent MicroVision

COMMUNICATIONS & TECHNOLOGY Penetrat;on Index Rank

,. Do not use long distance phone service
,

6.8 ; 160
,

12,
2. Primal')' I'a3son (or pager company services 15 gener;l convenience i 9.1 i 140 12

J. Have unl~ted phone number W'ith ~ular wire phone 26.4- 138 , "4. PC primarily used for sUrl'ing internet or wor1d 'hide web 4.7 136 13

5. Plan to add new service to regular wire phOn!! in next S months : 9.8 , 128 11

6. Average monthly eJePenS6S for 101"19 di.sQlnce s.arvice is <S10 23.7 126 ·1 7

7. Have had a prepaid caning card : 31.0 : 11B 7

B. MethOd of collect calling is th.n:x.rgh operator , 4.1 116 I 14

9. Ave-rage monthly expenses for local phone is 541+ 32.6
, ,,6 i 12,

10. Household does not have a PC I 61.6 ! ,,6 , 20

Percent MicroVision

FINANCIAL SERVICES Penetration Index Rank

,. Have aedit card aedit insurance i 102 i 181 , 8

2. Primarily bank with teller ill supermarket I 11.1 : 144 I 8

3. Hold an AT&T Uni¥ersal Card I lB.3 143 J 13

4. Ha\/e renter insur.!lnce 13.5 : ,.0 i 17

5. In\/est in a fixed payment annuity
, 7.8 i 133 16

5. Halle ir:di"';dual dental insurance 12.7 133 . B
7. Hold an American Express Green, Gold. or Platinum credit card 14.0 132 15
B. Have a short lerm CO from a b.3nk.1saYings &. loan 12.1 131 13
9. Have a SEPfKEOGH aCCOunt 7.3 13' 15

10 Ag(~: Consumer finance comoany's ~ive rel:.ib1e advice 10.3 125 "
1999
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1999 Lifestyle Data

Percent MicroVision
MEDIA PREFERENCES Penetration Index Rank

1. Usten to all news radio format 16.3 226 l 6
2. Usten to contemporary hits radio tomat 21.9 166 , •3. Walch Saywalch MONDAY·FRIDAY 7.9 162 5
•• Read Stir Magazine 7.3 161 3
5. Watch 9a'y'W3tch 10.0 165 5
6. Watch Xena: Warrior Prlncess 6.0 164 7
7. Read George Magazine 7.3 160 10
8. Watet\ Married With Children (MONO.:..Y.f=RIDAY ) 9.0 160 6
9. Usfen to modem rock 7.' , 159 8

10. Read National Enquirer Magazine 11.9 156 10
11. Watcll Boy Meets World 5.7 , 146 6
12. Watd"\ Fresh Prince Of Sel AJr 6.3 , 145 11
13. W.i1d"i Seinfeld MONDAY-FRIDAY , 17.9 1J8 3
1•. Wate.'" ABC Saturday Family Mcvie • 7.9 137 7
15. Watch Veronica's Closet 4.3 ! 132 9
'6. Wate."'! Ally Mc8eal • 5.6 , 132 i 13
17. Watd'1 CBS Sun Night MoYie 9.' 131 : 1
'9. Watch Real Stories Of The Highway PalTOl i 6.2 j 130 i '0
'9. Watch Jenny Jones Show 6.. i 128 14
2O. Walch All My Children , 8.2 I 125 i 12

I Percent MicroVision

HOME FURNISHINGS & IMPROVEMENTS Penetration Index Rank

1. Home hOi$ a refrigerator (not frost ~) - 11.7' I 135 12, :
2. Own a 9;1$ sto\lelrange , 20.9 , 120 8
3. Purd'l~ed a vacuum deaner last year , 7.6 , ,,. , 13
4. 0M1 a e:'edric toa:ster oven 26.0 i "2 I

"5. Home nas iI water purifier anac:tled c a ~ueet '! 8.1 , 112 15,
6. Purctl3Sed ClJrtains last year ••• 109 ! 20
7. Home has a corwedcn oVen ! 18.7 i 105 , 17
6. PUfd"lased a sofa seeticnallast year 5.' i 104 16
9. Purd'laS&d a wal~t~wall .carpeb'ng, last year ; 3.3 i 104 20

10. Own a buitt·in gas oven ! 13.0 , 103 I 16

Percent MicroVision

POWER UTILITIES Penetration Index Rank

1. Heater ttpe is steam or hot water system
,

26.7 ! 307 •,
2. Have 2 or more windC7W'IwaI\.mOUnted room ;ir ccnditione1'3 ! 22.0 1 210 3

3. Don't know type of water heater 21.0 I 200 , 9

•• Have an extended .service CQntric:: f;t)m utility Q:)mpany 8.1 190 3

S. Have a gas stove and O~n combir.atlon (nOl"l-C::lnveetion) , 56.3 , 189 1
;

6. Own gas oven (non-<:on\le:ct.) secante from ~nge top s:ove 5.6 , 119 a
7. U.se a window or w;l1I-mounted .if conditioner ; '3.0 , -176 5
6. Ha'w'e a ~s range top separate from :'1on-c:cn'leoon Qven 10.7 168 8
9. Last contacted gas c:ompany was due to billin; ?rcblerN 10.2 161 7'

10. Last contac::ed eleC'".nc compar.y to Sd"lecuJe II sel"\liee aopl 5.' . 167 3

32· Metro Singles Segment
Mainstream Singles Group
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36 Metro Mix

Segment Concentration by Designated Market Area (DMA)
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Typically young singles, living in non-family households, located in urban areas. Primarily renters with
medium·low income, little coilege education, working in administrative support and senrice occupatiqns.

Metro Mix adults are over 10% more likely than average to be in the 25 to 34 year old age range. They are
37% more likely tharr average to be non-family households and are 36% less likely to contain a married
couple. This is an ethnically diverse segment, ranking second and third in its share of Hispanic and Asian
households, respectively. This segment ranks high for the percentage of households with children headed by
single parents. The median housebold and per capita income levels are 25% and 22% below average. Almost
all households in the Metro Mix segment live in cities, primarily in New York. Educational attainment
beyond attending SOme high school is below average. The ratio of wbite collar to blue collar workers is
similar to that of the nation. However, the only White-collar occupation in which this segment ranks high is
administrative support, wber: they rank second. Within blue-collar jobs, there are above average
percentages of the MetTo Mix. working in the service occupations. This segment ranks first for the
percentage taking public transportation to work and they have the longest commute. Over 80% live in
renter-occupied housing, with a relatively large percentage of this segment living in multi-unit housing
Structures.

This segment is more likely to eat at quick senrice restaurants, acquire financial investments through direct
response: offers and listen to contemporary hits radio.

1999

FOR PUBLIC INSPECTION

.._..- ._-------------

235 36 - Metro Mix Segment
Sustaining Singles Group

FCC4A000000196



Demographic Data

AGE (1999)

INCOME (1999)

MEAN INDEX RANK

0 to 4 Years 7.0\! 99 24
5 to 9 Years 7.15 98 27

10 to 14 Years 6.61 93 34
15 to 17 Years 3.40 84 34
18 to 20 Years 3.29 79 44
21 Years 1.13 87 31
22 to 24 Years 3.73 98 21
25 to 29 Years 7.93 ·113 9
30 to 34 Years 8.41 118 10
35 to 39 Years a.91 112 8
40 to 44 Years 8.23 103 15
45 10 49 Years 7.05 99 17
50 to 54 Years 5.66 94 28
55 to 59 Years 4.40 92 35
60 to 64 Years 3.90 98 26
65 to 69 Years 3.52 97 27
70 to 74 Years 3.22 96 32
75 to 64 Years 4.73 103 23
85 or More Years 1.70 99 28
Average Age 36.75 100 23
Median Age 35.92 99 26

MEAN INOEX RANK'

S o to 15,000 27.16 158 10

S 15,000 to 25,000 14.97 109 30

S 25,000 to 35,000 13.37 106 29

S 35,000 to 50,000 15.52 96 29
S' SO,OOO to 75,000 15.82 82 34

S 75,000 to 100,000 6.90 71 28

5100,000 to 150,000 4.19 64 25

5150,000 or More 2.08 45 28

Average income 5 42,680 76 32

Median Income 5 30,885 75 36

36 • Metro Mix Segment
Sustaining Singles Group
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Demographic Data

URBANIZATION (1999)

Urban

Suburban
Rural

MEAN INDEX RANK

99.S9 300 2
0.88 2 49
0.03 0 49

RACE I ETHNICITY MEAN INDEX RANK

White 46.50 58 46
alac!< ·27.00 . 224 6
Native American OA8 60 33
Asian 10.05 362 3
Pacific IsJancer 0.08 54 29
Other 15.90 403 2
Hispanic 32.73 364 2

EDUCATION MEAN INDEX RANK

.. Some High School 36.85 149 7

High School Graduate 25.22 87 36
Some College Attendance 14.18 76 "6
Associate Degree 4.65 76 43
Bachelors Degree 11.05 84 26
Post Graduate Degree 705 98 20

OCCUPATIONS

Total White Collar
Tatal Blue Collar

MEAN

57.81
54.51

INDEX

99

130

RANK

26

9

WORKERS MEAN INDEX RANK

No Workers 15.87 122 15

1 Wor!<er 29.98 107 14

2 Wor!<ers 43.42 95 30

3 or More Workers 10.74 80 37

1999
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OWNER I RENTER

Demographic Data

MEAN INDEX RANK
Owner Occupied
Renter Occupied
Median Rent Paid

70.24
29.76

5 231

109
83
62

21
30
46

PROPERTY VALUE
(1999)

MEAN INDEX RANK

5 a to 50,000 40.59 274 5
5 50.000 to 100,000 46.08 141 5
5100,000 to 150,000 9.70 45 "44
5150,000 to 200,000 2'.21 19 49
5200,000 to 300,000 1.03 10 49
5300,000 to 400,000 0.24 6 48
5400,000 to 500,000 0.07 4 49
5500,000 or More 0.08 3 50
Median Property Value S 57,735 54 46

PERSONS IN UNIT

1 Person
2 Persons
3 to 4 Persons
5 to 6 Persons
7 or More Persons
Average Household Size

MEAN

25.50
33.14
31.87

8.35
1.14
254

INDEX

104
103

98
90
66
97

RANK

20
21
30
31
30
32

UNITS IN STRUCTURE MEAN INDEX RANK

1 Unit (Attached) 2045 47 43

1 Unit (Detached) 71.35 121 15

2 Units 4.79 99 20

3 to 9 Units 5.97 62 38

10 to 49 Units 2.46 29 40
50 or More Units' 0040 9 42
Mobile Home 11.51 159 12
Other Type of Unit 1.07 98 33

36 - Metro Mix Segment 1999
Sustaining Singles Group
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1999 Lifestyle Data
Lifestyle Profiles with the Highest Market Index

Percent MicroVision
LEISURE & RECREATION Penetration Index Rank,. Eat at Asian restaul"3nts

,
15.8 388 1

2. E:at at Quick service C!eli re.st3ulCints 12.9 336 1
3. Shopped at MilCYs in the last 4 \oY!-:!k.S , 26.' 322 2
'. A:e at Dunkin' donuts in ttle last 4. weeks ; '.J 263 1
5. snapped at The Gap in :t1e last -4 we-eks 17.5 275 2
6. E.it at family styie coffee shops 9.2 272 3
7. Purc."asa<:! a men's business suit tl'lis past year 17.9 260 2
5. Drank. Heinekin beer in the lasl 6 mon~s 12.J 254 1
S. Ate at 8oston Market in !tie last 4 wee!o::s '.5. I 244 3

10. Eal at quick service c:::lffee house re.staurant5 2.5 I 218 6
11. Eat at fine dining restaur'CInlS 10.3 I 211 6
12. =al a\ :::juick se:"";ce donut re.stauranb 5.9 208 1
13. Shopped at Lord & Taylor in the ~ast 4 weeks I 5.2 I 201 5
14. Use<: a uundromat in last 6 mont.'"Is 18.2 200 6
15. 0Hn a passpon : 38.5 200 5
16. Eat at quick. service bakery/ba~el shoes 9.2 ! 196 •
17. Las: domestic tr'aveVtrip was for business 4.4 , 191 ; •
18. Shopped at Neiman MarCJslSaks Fif::"! Ave. in ttle past 4. week.s '.2 ! 187 , 10
19. Purc"1ased men's coat and jac:Xets las: year 31.3 186 : 3
20. Purc."lased 'NOmen's coal and jaci;e'S last year , 44.S 186 ,

I Percent MicroVision

COMMUNICATIONS & TECHNOLOGY Penetration Index Rank

1. tlo not use long distance phone set"vice 9.' I 222
;

5;

2. Have unlisted phone number with r!';ular...-ire phone 32.5 158 : •
3. Plan to add new service to regular wire phone in next 6 monltls I 12.9 107 6.. Primary reason for paging services is for family use 5.9 I '62 I 6

5. Have bUSy ret\lm for regular 'Hire p1"l0t"l'! : 16.2 '80 5

6. Average monthly expenses for P~ge! services are <$10 10.1 I 158 ! 3

7. AvelClge monthly e~r".ses for loal ;lnone;,s $.C.1+ 44.1 157 3

8. ?rimary reason for pager company services :s general corwenience : 10.2 i 157
,

6,
9. Household intends to purd'lase a ?C in ner.: 5 mont"l$ 27.1 1~5 1

10. ?lan 10 add caller [0 10 regular wil'!: ,none next 6 months 5.2 I 149
,

9

Percent MicroVision I
FINANCIAL SERVICES Penetration Index Rank

,. Acquired a CO last year through a maiVphone offer
,

'5.6 , 232 1

2. Acquire-j investment last year throL.'~h iinancal publication ! 12.8 ; 222 , 1

3. Acquired annuity last year by direc-Jr.on direct response offer l 14.3 I 192 ! 1

'. Acquired investment/savings las! y!ar throcgh mail response i 17.7
, 188 2

5. • Ha...e a short lerm CO frt:m ii !lank/savings & f~n I 15.9 : 172 ; •
6. Belong 10 individual health mainter.iince or;;niZation 17.3 , 164 I •
7. Hole;: an Americ::an Express Green. Gold, or ?latinum aec!it card 16.7 I 157 . 11
8. Ha...e renter insurance , 14.5 , '5' '5
9. Bank. primarily oy A1M 47.9 151 6

10. ':"cquired a Visa or Masler::arc ~ast year ::"lrougn mail offer 43.6 150· 3
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1999 Lifestyle Data

Percent MicroVision
MEDIA PREFERENCES Penetration Index Rank.,. Read George Magazine .

22.0 ; 4a3 2
2. L.isten 10 all news radio format 17.7 , 246 3
3. Read Women's Fashion Magazines ,

'4.3 237 , 3
'. Wateh Xena: Warrior Princess , B.S 231 5
5. Read Vogue MagUne 9.9 231 4
6. Usten 10 contemporary hits radio format 25.5 219 1
7. Watch New York Undercover 9.7 190 5
8. W;te.~ Riclci , 7.7 176 i 6
9. Watd"led Black Entertainment last week i 5.3 : 175 ! 5

10. Wa lCo" 20120 Monday , 5.9 I 168 4
11. Usten to jan format 9.9 i 168 12
12. Watch Uving Single 8.3 164 5
'3. Watch aeveny Hills 90210 MONOAY·i="RIDAY S.7 i 160 , 7
14. WatChed VH-1last week 11.9 i '59 4
15. Watc:M Ally Mc8eal 6.7 i 157 6
16. R.ead Fitness Ma,azine.s 6.5 : 157 I 5
17. R.ead Ebony Magazine 9.7 I 155 , 9
18. Watc:n WWF Wre.stting , 6.9 , 155 "19. Watch Menied Witn Childl"l!n (MONO:"Y.FRIDAY ) &.7 i '54 i 9
20. Watc.' 8a'f'H1itd"l : 9.3 i '52 ; 6 .

:Percent MicroVision

. HOME FURNISHINGS & IMPROVEMENTS Penetration Index Rank

,. Home has a retricerator (not [Test rree)
,

27.!!J 211 • 4
2. Home has a ¥4ter puri'fierlfilter : 21.2 ! 133 i 10
3. Purd"lased OJrtain$ last year , 5.2

,
'29 6

4. o.om a oas stove/range I 21.6 i 124 , 4,
5. ?Urd"lased tiilble settings last year ! 15.7 122 : e
6. Home has a water j:lurifier attached to a faucet , 9.3 I 119 ; 13
7. Own a etect:ric juicer ; 12.7 I 114 I 19

e. Own a electric toaster oven i 26.6 i 106 , 20
9. Home has a wa~er softener attaC'led to main water suppty ! e.7 I '00 I 20

'0. PUrd"lased kitchen/dining room furniture last year ; 4.2 I 95 , 27

Percent MicroVision

POWER UTILITIES Penetration Index Rank

1. Do not use eledilc :servic:es
,

17.8 I 571 i 2

2. Don'llcJ1ew~ of water heater i 57.7 ! 551 , 2

3. Heater tvoe is s~eam or hot water s)5tem : 36.9 ; 425 , ,
4. Don't know heater type 25.4 : 360

, ,
5. WiiltP.r heater is part of a fumace Of boiler 18.4 I 344

, i
6. Have 2 0( more W'indOlNIwaJl.mounttod room air c:::Jnditloners • 35.8 342 1
7. Prime heating syStem is oil 26.7 303 1
e. 00 not have a COOling S)'Slem them'los~t 36.S 259 3
9. Use a window or wall-mounted air conditioner 59.7 ; 244 ,

10. Gas bill "averages $25 or les!!i 34.5 230 3 .
-
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37 Urban Up And Comers

Segment Concentration by Designated Market Area (DMA)

P,1IeI:ntiM Riel:

c::::J Ill-I
c::::J II,n
~ 100l,lilt
~ 2t11,m
_ U' __ra

This segment consists of singles, primarily living alone, in rental property. They live in urban areas, have a
high level of education, medium-high income and work in white-collar occupations.

Adults in this segment are more likely than average to be between 18 and 44 years. Over 58% of these
households contain 'one persoD (ranking second) and they contain primarily singles living in non-family
households (ranking first). \Voile over 70% of these households are white, they have the fourth highest share
of Asian households (over t.iree times the national average). The median household income is 20% below
the national norm, but the per capita income is 29% above average. This is an almost entirely urban segment
with 93% of these households living in cities. They score highest in the cities of Washington D.C., Chicago,
Boston and San Francisco. Educational attainment is well above average. This segment has two and three
times the average percentage of bachelors and pest graduate degrees, respectively. Almost 78% work in
white collar occupations, particularly in technical suppelt, professional specialty and executive and.
managerial positions. Also indicative of their urban concentration, they are much more likely than average
to rent (83% are renters), they rank third in living in structures with IOta 49 units, fourth for strucNres with
50 or more units. They rank third in taking public transportation or walking to work. Furthermore, they rank
sixth in properrj value and fifth in having no vehicles in the householJ.

Urban Up and Comers are the most likely to bank primarily by ATM, use their PC for more than 21 hours
per week, and plan to purchase/upgrade their modem in the next six months.
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Demographic Data

AGE (1999)

INCOME (1999)

MEAN INDEX RANK

0 to 4 Years 3.12 44 48
5 to 9 Years 3.42 47 49

10 to 14 Years 2.70 38 49
15 to 17 Years 1.16 29 48
18 to 20 Years 4.34 104 15
21 Years 1.92 148 6
22 to 24 Years 6.02 159 4
25 to 29 Years 11.26 ·'160 2
30 to 34 Years 11.58 163 1
35 to 39 Years 11.73 148 2
40 to 44 Years 9.56 120' 5,. to 49 Years 7.26 102 15,0

SO to 54 Years 5.52 91 34
55 to 59 Years 4.00 84 38
60 to 64 Years 3.15 79 41
65 to 69 Years 2.87 79 39
TO to 74 Years 2.84 84 36
75 to 84 Years 5.05 110 20
85 or More Years 2.51 146 9
Average Age 39.53 108 12
Median Age 37.59 104 18

MEAN INDEX RANK

S a to 15,000 23.84 138 17
S 15,000 to 25,000 15.73 114 28
S 25.000 to 35,000 13.79 110 28
S 35.000 to 50,000 15.55 96 28
S 50,000 to 75,000 14.72 76 38
S 75,000 to 100,000 7.17 74 26

$100,000 to 150,000 4.91 75 22

5150,000 or More 4.29 94 15

Average Income 5 47,229 84 26
Median Income 5 32,584 80 27

(!'-
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URBANIZATION (1999)

Demographic Data

MEAN INDEX RANK

'Urban
Suburnan
Rural

92.88
7.07
0.05

281
17
o

3
46
48

RACE I ETHNICITY MEAN INDEX RANK

White 70.28 88 41
Black l6.55 137 11
Native Pmerican 0.59 75 29
r\sian 9.28 334 4
?acific 1slarider 0.21 142 12
Other 3.09 78 18
:--lispanic 7.65 85 18

EDUCATION MEAN . INDEX RANK

- Some High School 13.7-'- 55 37
High School Graduate 15.45 52 47
Some College Attendance 17.94 96 29
Associ~te Degree 5.07 82 38
Sachalors Degree 26.54 202 6
?ost Gtaduate Degree 21.27 294 4

OCCUPATIONS

Total White Collar
Total Blue Collar

MEAN

77.35
22.65

INDEX

133
54

RANK

7
44

WORKERS MEAN INDEX RANK

No Workers 12.79 98 29

1 Worker 28.57 102 26

2 Wo",e,s 52.27 115 12

3 or More Workers 6.37 48 47
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OWNER I RENTER

Demographic Data

MEAN INDEX

r:-.:"o.
I .
' ..

RANK

Owner Occupied
Renter Occupied
Medien Rent Paid

16.42
83.58

S 452

26
233
121

47
4

14

PROPERTY VALUE
(1999)

MEAN INDEX RANK

S o to 50.000 2.68 18 36
S 50,000 to 100,000 13.16 40 42
S100,000 to 150,000 17.74 82 28
S150,000 to 200.000 14.13 121 16
5200.000 to 300.000 21.24 200 8
5300.000 to 400,000 12.04 296 6
5400,000 to 500.000 6.72 351 5
S500.000 or More 12.29 457 4
Median Property Value S 210.755 199 6

PERSONS IN UNIT

1 Person
2 Persons
3 to 4 Persons
5 to 6 Persons
7 or Mere Persons
Average Household Size

MEAN

58.79
27.98
11.10

1.76
0.37
1.54

INDEX

239
87
34
19
21
62

RANK

2
38
49
49
48
48

UNITS IN STRUCTURE

1 Unit (Attached)

1 Unit (Detached)
2 Units
3 to 9 Units
10 to 49 Units
50 or More Units
Mobile Home
Other Ty;>e of Unit

37 - Urban Up And Comers Segment
Sustaining Singles Group

MEAN INDEX RANK

3.09 59 38

3.78 6 48

4.00 83 28
19.17 199 6

32.91 384 3
35.17 818 4

0.05 1 48
1.B5 168 4
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